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mTRODUCTION 
Purpose 
Forty years ago, the fashion world would not 
have believed that an era was approaching when Paris 
originals would be adorned by costume jewelry pins; 
when real diamond necklaces would be worn with synthetic 
diamond bracelets or vice versa; when a precious gold 
antique chain would be coupled with costume pearls. 
Tod~, the acceptance of costume jewelry is almost 
universal. 
During the past fort.y years there have been 
a succession of changes in ~ewelry. Prior to 1930, 
costume jewelry was worn primarily by women of the 
theatre. Pace setters of fashion felt that jewelry 
m:u.st be made of_ precious metals and valuable stones 
and would not consider imitations. About 1935, costume 
jewelry began gaining approval in the United States; it 
has only recently attained acceptance in Europe where 
jewelry was considered portable wealth. 
The original plan of this study was to show 
the growth of costume jewelry since costume jewelry gained 
acceptance in the United States and to relate this data 
with the growth of other industry. This basic material 
was to have served as background for a projection of 
future costume jewelry sales. 
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However, practically no figures have been 
compiled on current retail sales of costume jewelry. 
In the few cases where factual information is avail-
able, sales figures vary considerably. 
Because of the inconsistency of published 
information, the plan of this thesis was necessarily 
abridged and altered. The lack of reliable sales figures 
made the planned analysis of sales trends impossible. 
A discussion of the need for these figures and considera-
tion of the benefits which could be attained from the 
use of sales statistics became part of the study. 
The limited published data concerning retail 
sales volume was augmented considerably by information 
obtained through personal interviews • 
.An attempt was made to calculate an estimate 
of retail sales of costume jewelry. These figures were 
obtained b,y converting manufacturers• sales to retail 
and by compiling estimates made by persons affiliated 
with various segments of the costume jewelry industry. 
Method 
Sources of Information 
As the first step of the study, all data about 
costume jewelry available in the Boston University College 
of Eusiness Administration Library, the Harvard Business 
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School Library, the New York University Graduate School 
of Business Library, public libraries in Boston -and New 
York City, and the Boston divisions of the United States 
Department of Commerce and the Federal Reserve Board was 
reviewed • 
.After the initial reading, a standard question-
naire was prepared for use in interrogating potential 
customers of costume jewelry. Outlines were developed 
for use as a base in studying retail store operations, 
and in talking with persons affiliated with retail sales 
of costume jewelry. 
Because of the cost of extensive travel, 
interviewing was confined to the Northeast. Any con-
clusions obtained as a result of talking with customers 
or retail store buyers must be weighed, therefore, 
accordingly. 
The interviewing of customers was not done, 
however, with the intent of showing _that X number of 
women of X age buy costume jewelry at X prices. There 
was no scientifically drawn sample designed to obtain 
information of this nature. file intent was to learn 
whether customers and buyers seemed to agree about why 
customers buy jewelry, and to learn any important avenues 
of jewelry buying which ~ have been previously under-
emphasized. The most significant development of this 
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interviewing was the evocation of the thought that. there 
might be a trend toward buying jewelry at jewelry parties 
in the home. Further investigation of this premise proved 
most interesting. 
Retail buyers in New York City, Boston, Phila-
delphia, and Allentown, Pennsylvania were then interviewed 
to learn their feelings about imports, influence of brand 
name, impulse buying, price lines and fashion trends. 
In addition to retail buyers, the President 
of the Jewelry Industry Council, the President of the 
National Association of Costume Jewelers, the Executive 
Secretary of the Manufacturing Jewelers and Silversmiths 
of America Inc., The Manager of the Merchandising Division 
of the National Retail Merchants Association, the Fashion 
Editor of "Women's Wear Daily, " a fashion designer and 
authors of recent articles about costume jewelry were 
interviewed. In response to questions concerning sources 
of information for costume jewelrY statistics, persons 
affiliated with associations cited several sources from 
which to obtain statistics of the industry. In general, 
they knew of little available information. The opinion 
of the President of the Jewelry Industry Council is 
that no reliable figures of costume jewelry sales are 
avSilable. Most costume jewelry manufacturers also produce 
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numerous novelty items. Therefore, according to the 
Council's President, even when sales figures of these 
companies are available, they are of little use because 
they are not segregated by product. This same confusion 
arises at the retail level. 
Definition 
In addition to this handicap, the inconsistency 
of definitions of costume jewelry posed many problems in 
the construction of a thesis about this subject~ The 
-
Census of Manufactures, for example, defines men's non 
precious jewelry as costume jewelry; in the "trade," 
according to the Executive Secretary of the Manufacturing 
Jewelers and Silversmiths of America, costume jewelry 
refers only to women's jewelry. The Census also includes 
gold filled and gold plated in its precious jewelry 
category; costume jewelry buyers consider this costume 
jewelry. The question of inclusion of watch bands, combs, 
compacts, etc. added further complications. Some persons 
define costume jewelry as low-priced jewelry. Most retail 
buyers define costume jewelry as jewelry which has little 
intrinsic value. As closely as possible, this latter 
definition has been used in making this study. .Any 
jewelry which had no solid precious metal except silver 
and which had no precious stones was considered the 
proper definition of costume jewelry for this study. 
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GROWTH OF SALES 
Histo;z 
In the beginning stages of the manufacture 
of costume jewelry, the fine designing of craftsmen 
for precious jewelry was copied. To a certain extent 
1 
this is still true. Tobe reported on December 28, 1961 
that the designs of several Black Starr & Gorham's 
~ 
pendants which sell for $650-$2700 had recently been 
~dapted by several costume jewelry manufacturers. These 
manufacturers are retailing their copies at prices rang-
ing from $7 to $50. 
However, the majority of tod~'s costume 
designs are originally designed as costume jewelry. 
In fact, the copying is now often in reverse. To hand-
make a design in diamonds and sapphires is a time-
consuming, expensive process and must be carefully 
considered. The costume jeweler can afford to experi-
ment more freely; possible losses will be absorbed by 
successes of other pieces in the line. Consequently 
some manufacturers of precious jewelry have been copying 
costume jewelry originals. 
Improved Manufacturing Techniques 
Eut distinctive design is only one aspect of 
this evolution. Improved manufacturing techniques (such 
10 
as the development of more effective methods of coating 
cheaper met~s) have been an extreme~y significaat factor 
in bringing about the acceptance of costume jewelry. 
Certain processes developed during Wor~d War II now have 
been adopted b.y costume jewe~ry manufac~urers to prevent 
inexpensive met~s from discoloration. Scientific 
advances in the methods of mo~ding ~1 types of metals, 
new ~athe and power tool designing, and marked progress 
in die construction have enabled manufacturers to produce 
jewelry on an assemb~y line basis. In contrast to the 
hand process of only a few decades ago, these advances 
have spe~led improved costume jewe~ry at lower prices 
despite increases in ~abor costs. 
Price Sc~es 
In many cases it has become impossible to 
distinguish between different price lines of costume 
jewe~ry or indeed to know costume jewelry from its 
valuab~e counterpart. In costume jewelry the difference 
between the highest priced and the least expensive items 
generally lies in the quality and intricacy of the design, 
the grade of materials used, and the carefulness of the 
methods of construction and finishing the products. The 
distinction between costume jewe~ry and precious jewe~ry 
as defined by most costume jewelry retail buyers, as 
pointed out ear~ier, is that costume jewelry has ~itt~e 
~~ 
intrinsic value. In the light of this definition, costume 
jewelry is not necessarily low priced. Saks Fifth Avenue 
in New York City has costume jewelry priced at $500. 
Similarly, prices of costume jewelry at the Blum Store 
in Philadelphia are as high as $300. Original design. 
and/or particularly well made synthetic stones account 
in part for these prices. 
Even as early as 1949, the prices of costume 
2 jewelry were up to $100. At that time, however, the 
bottom prices were considerably lower than at present. 
It was not uncommon to find jewelry at 10¢ to 25¢. 
Items as high as $1 in a variety chain were unusual. 
Few leading chains would sell jewelry priced over 25¢ , 
and most chains concentrated on 10¢ or two for 25¢ items. 
Today's common price range of costume jewelry· in variety 
chains is $0.29 to $5.98. This price range ~ be in-
creased due to the recent decision of some variety chains 
to sell precious jewelry. One New York City five and ten 
has begun stocking diamonds as high as $1000. 
Jewelers Circular Keystone in their November, 
1961 issue report, 11In rapid succession over the past 
six months, six giants in this field (the variety chain 
field) have established fine jewelry departments in 
selected stores as pilot progra.ms."3 The article states 
that this "higher ticket" policy means that variety stores 
are expanding rather than substituting. They do not plan 
to replace costume jewelry sections with fine jewelry 
although-in Woolworth's, the fine jewelry department is 
combined with costume jewelry. 
The average price of costume jewelry has been 
rising. There has been more retailer interest in jewelry 
in the $3 to $8 range. A trend away from $1 merchandise 
and in some cases $2 items, by department and specialty 
stores, has been in the making for several years. The 
50% markup on jewelry over $2 is appealing to retailers; 
the wholesale price structure allows a markup of a lower 
43.5% on $1 to $2 merchandise.4 
Although not an average per item sales figure, 
the average gross sale per person of costume jewelry in 
department stores shown in Table I reflects the increas-
ing price. (It is possible, but unlikely, that this is 
a function of the change of number of items purchased 
by some persons). The figures show an annual increase 
since 1957 in the average gross sale per person in all 
department stores. From 1957 to 1960 the total increase 
was 44¢ per average gross sale. The increase from 1959 
to 1960 was 17¢ -- from $2.72 to $2.89 -- as shown. The 
average gross sale in specialty stores shows an increase 
from 1957 to 1960 of 78¢, despite a slight decrease from 
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1958 to 1959. From 1959 to 1960 the increase was 33¢ --
from $4.01 to $4.34. 
TABLE I 
AVERAGE GROSS SALE OF COSTUME JEWELRY PBR PERSON 
IN ALL DEPARTMENT STORES AND IN SPECIALTY STORES 
HAVING OVER $1 MILLION TOTAL SALES, 1956-1960 
AVERAGE GROSS SALE PER PERSON 
Year Dept. Stores Specialty Stores 
l956 $ 2.45 $ 3.66 
1957 2.45 3.56 
1958 2.56 4.08 
1959 2.72 4.0J. 
1960 2.89 4.34 
Source: Departmental Merchandis~an~erating 
ResUlts of 1966, 1957, ~9 , ~' 
Contro11ers 1 ongress, a ~on etS: 
Merchants Association. 
The question then follows, "How does this 
increase in average gross sale of costume jewelry com-
pare with the growth of average gross sale in department 
stores generally over the same period? 11 Although there 
was an increase in each year except 1957-1958, the 
14 
, 
increase in the four latest years was less than that 
of costume jewelry, particularly so when the figures 
are considered on an index basis. 
TABLE II 
AVERAGE GROSS SALE OF COSTUME JEWELRY PER PERSON 
AND AVERAGE GROSS SALE PER PERSON IN DEP .ARTMENT STORES 
Year 
1956 
1957 
1958 
1959 
1960 
Source: 
1956-1960 
Average Gross s81e Per Person 
In DOllars 1956 = !oo 
Costwne All Costume All 
Jewelry Depts. Jewelry Depts. 
$ 2.45 $ 5.05 100 100 
2.45 5.20 100 103 
2.56 5.15 104 102 
2.72 5.25 111 104 
2.89 5.40 118 107 
Departmental Merchandis~and ~erating 
ResUlts of I9 6, 1957, 8~ , · , 
Controll.ers' gongress, ~J.on!f et~ 
Merchants Association. 
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Sales Statistics 
As stated on page six, no widely known costume 
jewelry retail sales figures are available. Without 
these figures, the buyer of a costume jewelry department, 
aside from his own past figures (which may be good or bad--
typical or atypical) has no basis of determining whether 
his department's sales volume is good. 
A comparison with manufacturers• sales figures 
would be somewhat helpful but these figures are fragmentary. 
One of the primary sources of sales figures in an industry 
is the annual report of each major company in that industry. 
Because almost all jewelry manufacturing firms are privately 
held, this source is ~ot available for most companies in 
the jewelry industry. The Census of Manufactures contains 
a compilation of manufacturers' sales figures. The 
limitations of ~ Census of Manufactures are the infre-
quency of publication and the broadness of the jewelry 
breakdown (i.e., the inclusion of novelties and jewelry 
parts). 
Need For Additional Data 
-- -
Knowing actual sales of costume jewelry by area 
would be a sales help to other areas. Sales in New York 
City are a valuable barometer for certain other cities; 
likewise, metropolitan area sales could be a planning 
• 
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asset for small town buyers. Some high fashions never 
achieve real popularity in certain geographical areas, 
but such big sellers as beads, for example, have been 
an influential sales factor in both large and small cities. 
With IllB.ey competing products o~ all ld,nds vying 
for the consumer's dollar, the sellers of each product--
in this case, costume jewelry--must be acutely aware of 
what is happening in their line. Without reliable, pub-
lished sales figures for costume jewe~ry and a close joint 
effort by persons affiliated with costume jewelry, inroads 
into costume jewelry's share of the market by other products 
cannot be effectively combated. 
The various buyers, in their joint responsibility 
of purchasing and selling the merchandise they buy, can 
hardly be held accountable for the upsurge or downturn 
of the sales of their departments' costume jewelry unless 
these figures can be related to a regional or national 
sales picture. 
The sizable increase in home sales of costume 
jewelry, pointed out in the subsequent section on home 
sales of costume jewelr,y, shows how concentrated effort 
can produce sales~ To J•dge whether the share of the 
consumer dollar being spent for costume jewelry sold in 
the home is coming from money which would otherwise be 
spent for jewelry or for other products is a matter of 
conjecture. It appears, however, (further discussion 
is on page 24) that these purchases are usually beyond 
the womens' normal jewelry ~ing. A complete break-
down of sales by type of outlet by year and a motiva-
tional study of why women buy costume jewelry would 
reveal with greater certainty the potential results of 
increased selling effort of costume jewelry. 
T.he first step in accumulating sales information 
about costume jewelry is educating the stores that they 
need accurate and complete statistical breakdowns. It 
will be necessary to impress on those submitting the data 
that the figures they compile must be on a uniform basis. 
In order to accomplish this, the various types or kinds 
of jewelry must be clarified. Many academic and commercial 
research bureaus have proved effective vehicles for com-
piling and transmitting sales information; these could be 
used b,y the costume jeweler. To date, however, the con-
certed demand for such information has been missing. 
Estimates of Costume Jewelry Retail Sales 
Estimates received on current costume jewelry 
retail sales from persons working in marketing of costume 
jewelry ranged from $300 million to $1.1 billion. 
Women's Wear Daily Fact File included one 
of the lower estimates of costume jewelry sales in an 
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exhibit showing sales of various accessories. Part of 
this exhibit follows: 
TABLE III 
Estimated Sales of Women's Accessories 1954-1960 (in millions of dollars) 
1960 1959 1958 J.954 
Costume Jewelry $375 $355 $348 $335 
Source: Women's Wear Daily Fact File: Accessories 
Market Data, Prepared by the Research De-
partment Fairchild Publications, Inc., New 
York, New York., P. 18. 
According to Mr. G. R. Frankovich, Executive 
Secretary of the Manufacturing Jewelers and Silversmiths 
of America,2.5 is the most commonly used factor to convert 
manufacturers' dollars to retail. On this basis the 1958 
Census of Manufactures' figures were converted to retail. 
The census category 3961 (which the census 
defines as costume jewelry and costume novelties except 
precious metal) does not exactly f'i t the previously 
suggested definition of costume jewelry. Therefore, 
parts of this category were eliminated and part of 39ll 
jewelry of precious metal were added as shown. 
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TABLE IV 
·Shipments of Costame Jewelry, 1958 
Value of Shipments 
(incl.-. interplant transfers) 
(81,000) 
Costume Jewelry and costume novelties 
except precious metal, total 
Less: 
Watch attachments $ 8,961 
Compacts, costume novelties, etc. 18,736 
Estimate: ring mountings, insignia 10 , 000 medals, other novelties --~~-~--
Jewe1ry-go1d fil1ed, ro1led gold 
plate, rolled palladium plate and 
sterling silver 
Estimated excess of imports over exports 
Total Value of Ship•nts at Mfr. 1 s Prices 
Times tAe factor 
Total Value of Shipments at Retail Prices 
$236,250 
12 2,sr 
7,000 $279,818 
2.5 
$699,545 * 
Based on: Census of Manufactures, 39-A 
Tab1e 6-A, 39-C,. Table 6-A, 
u.s. Department of Commerce, 1958, 
and FTllO and FT410, u.s. Department 
of Commerce, 1958. 
*Includes women 1 s, men 1 s and children 1 s jewelry, religious 
and fraternal aewelry. 
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From those facts which were known about each 
outlet a sales figure for the same year was then cal-
culated~ 
Total department store sales (not including 
mail order, variety, and specialty which are sometimes 
classified as department store), total women's apparel 
store sales, and total variety store sales figures were 
obtained from Business Statistics. Total jewelry store 
sales were secured from the Census of Business. Costume 
jewelry figures as a percent of department store and of 
specialty store sales were obtained from Departmental 
Merchandising and Qperating Results of 1958. Ten percent 
was the figure consistently quoted for costume jewelry as 
a percent of total jewelry store sales. The estimate of 
9.6% (which was used) was given b,y the President of the 
Jewelry Council. Because there did not appear to be a 
figure of costume jewelry as a percent of total variety 
store sales for 1958, an average percent for the preceding 
five years was used. Operating Results of Variety Chains, 
which is no longer published, reported those figures. 
The percentages for the five years did not show a steadily 
increasing or decreasing trend, so that this average 
(which coincidently is equal to the 1957 figure) seemed 
justifiable. Unfortunately estimates for the remaining 
portion of the retail sales could not be calculated from 
21 
published figures. The appraisals were based solely 
on an average of opinions expressed by persons in the 
industry. 
TABLE V 
RETAIL SALES OF COSTUME JEWELRY 
BY TYPE OF OUTLET 
Department Stores 
Jewelry Stores 
Specialty Stores 
Variety Stores 
Sales in Major Outlets 
1958 
Men's Jewelry--All Outlets 
Est. of All Other Outlets 
Total Retail Sales 
Based on figures obtained from: 
Sales of Costume Jewelry 
($1,000) 
$161,200 
144,200 
99,200 
79,100 
$483,700 
70,000 
60,000 
$613,700 
Business Statistics, u.s. Department of Commerce, 
1961, P• 54. 
Departmental Merchandising and ~era tin~ Results of 1958, 
Controllers* Congress, National etail ~erchants ASsocia-
tion, 1959,~pp. 20, 186. 
Operating Results 2£. Variety Chains in 1957, Harvard Bu.si-
ness School Division of Research, 19~, p. 13. 
Census of Bu.siness Retail Trade United States Snmmary, 
u.s. Department of Commerce, 1958. 
Jewelry Industry Council, New York, New York. 
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The preceding Tables IV and V show costume 
jewelry sales of 8699.5 million and $613.7 million 
respectively. Although this range is certainly closer 
than the estimates of $300 million to $1.1 billion, it 
is still somewhat broad. The $613.7 million figure may 
be low due to inaccuracies in estimating the "other" 
category; conversely it is likely that the $699.5 million 
figure is high. It was felt that $699.5 million is high 
due to the following factors: 
1. There is a possibility that a slight 
adjustment should be made for inter-
plant transfers. 
2. The estimate made for shipments of 
novelty items subtracted from the jewelry total may be low. 
3. Perhaps most importantly, department 
store sales in 1958 were only slight-
ly higher than 1957--less than the 
preceding growth trend would indicate. 
Not being aware of the impact of this 
recession, buyers may have purchased 
more than they sold. Consequently, 
manufacturers' shipments at retail 
prices would be higher than retail 
sales for that yea:r. 
On the basis of the above, the $613.7 million 
figure appears to be closer to the actual 1958 retail sales 
figure of costume jewelry. 
Unfortunately, 1958 is the latest year for which 
this analysis can be made. Tables IV and V are dependent 
upon ~ Census of Manufactures, ~ Census .2! Business 
ana Operating Results of Varie;y Stores; the figures used 
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are the latest available from these sources~ 
The Department of Commerce, however, did publish 
total manufacturers• shipments of costume jewelry for 1959 
and 1960. 5 The~e figures show a 2.0% increase from 1958 
to 1959 and a 3.8% increase from 1959 to 1960. It should 
be noted here, however, that the manufacturers' ship-
ments of costume jewelry did not steadily increase at a 
yearly rate of 2% to 4% during the 1950's. Manufacturers• 
shipments of costume jewelry for 1958 were only .4% 
higher than shipments in 1954~6 
Expansion 2f Sales Volume 
With apparently no mass appeal items on the 
horizon and a general fashion picture (see fashion 
secti.on) which does not present an invi~ing compl.ement 
for jewelry, the costume jewel.ry retailer may have diffi-
culty meeting his quota during the next few years. 
Maintaining Share of Market 
T.he push toward a higher price line, if success-
ful wil.l help dol.lar sales volume, but the costume jeweler 
~ need more than this to keep up with the simultaneously 
rising prices of our economy. 
It is difficult to judge whether the costume 
jewelry retailer can obtain a greater share of the con-
sumer dol.l.ar. Where, for example, is the rapidly growing 
home market obtaining its increasing sales? There is the 
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possibility, of course, that these do11ars are all com-
ing from the potential jewelry sales in other retail out-
1ets for jewelry. Eut there is a probability that much 
of this is coming from another share of the consumer 
do1lar. To women who comm.onJ.y p1an their purchases of 
jewelry, purchases at home parties may be impulse extras. 
T.hey ~ also buy a jewelry gift in order to save a trip 
to the shopping center or town where another product 
may have been selected. Also, jewe1ry parties may be 
reaching women who seldom shop in stores which carry 
jewelry~ In addition it would appear that the psycho1ogy 
of other women buying jewelry increases sales. These 
factors seem to indicate that home purchases of costume 
jewelry are over and above normal jewelry buying~ 
The success of the promotion-conscious home sales 
market is an indication that concentrated selling effort 
reaps higher sales of costume jewelry. 
Potential !2£ Increasing Sales 
The stuqy of costume jewelry departments (jewelry 
departments were studied in forty stores--department, 
jewe1ry, specialty, variety, discount and gift) and the 
analysis of figures published by the National Retail 
Merchants Association and the Federal Reserve Bank revealed 
some possib1e potential areas for increasing sales~ 
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In every type of outlet, there were examples 
of cluttered counters and extremely poor lighting~ 
Last year's brilliant stones didn't get a chance to 
glitter and attract impulse buyers; beads were .diffi-
cult to match with fabric swatches for planning purchasers. 
This kind of presentation loses sales in a department where 
display plays such an impor1iant part~ 
Professors Kibarian and Coons in their article, 
"The Trifari Story: From Lavaliere to White House Jewelry, '' 
use an analogy to show the importance of jewelry displ~~ 
They state, "Just as packaging, freshness, dealer stocking. 
and display are vi tal parts of the marketing mix for bread, 
so a display of attractive designs is virtually the key 
marketing essential in the sales promotion of costume 
jewelry. "7 
Installation of better lighting is a relatively 
easy job. Reducing clutter ~ be more difficult. A 
certain amount of jewelry must be stocked and it must be 
displayed. Jewelry in drawers, of course, stands practical-
ly no chance of being sold. The answer is more display 
area. 
For those women who like to match jewelry with 
their other apparel, it would seem logical to place jewelry 
cases in dress departments. Assuredly, withou1i proper 
organization this could be a formidable task, but with 
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careful plannjng and selling effort, it might be successful. 
A trial setup would aid the retailer in proving this idea 
either unsatisfactory or effective~ 
What is the costume jewelry buyer's argument 
~ 
for more space in his present department and/or addition-
al departments? Sales per square foot according to Mr. 
Robert Entenberg is being used as a standard of merchandise 
performance more than ever~8 Costume jewelry average sales 
per square foot compared with store average is shown in 
Table VI. Due to the low space requirement of costume 
jewelry, the sales per square foot figure of this depart-
ment is, of course, high~ 
Cumulative markon percent is also typically 
high on costume jewelry. Table VII shows markon by 
size of store in 1960~ 
Tables VI and VII appear on the following 
pages~ 
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fABLE VI 
COSTUME JEWELRY AVERAGE SALES PER SQUARE FOOT COMP .ARED 
WITH STORE AVERAGE SALES PER SQUARE FOOT BY SIZE OF STORE 
Department Stores 
$ 1--2 Million 
$ 2--5 Million 
$ 5-10 Million 
$10-20 Million 
$20-50 Million 
Over $50 Million 
Special~ Stores 
$ 1--5 Million 
OVer $5 Million 
1960 
Average Sales 
Per Square Ft~ 
Costume Jewelry 
$ 144 
140 
150 
178 
190 
221 
224 
Average Sales 
Per Square Ft. 
Total Store 
$ 58 
63 
65 
75 
72 
98 
115 
101 
Source: Departmental Merchandising~ ~eratinf Results 
of lEfR, Controllers* Congress, ationa Retail 
Mire ts AssooiatioR, 1961, pp. 49, 52, 63, 66, 
85l 88, 107, 110, 129, 132, 151, 154, 174, 175, 
17t). 
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TABLE VII 
COSTUME JEWELRY CUMULATIVE MARKON PERCENT COMPARED WITH 
TOTAL STORE-AVERAGE CUMULATIVE MARKON 
PERCENT BY SIZE OF STORE . 
1960 
Typical 
Cumulative Markon 
% - Costume Jewelry 
Typical 
Cumulative Markon 
% - Total Store 
Department Stores 
$ l-2 Million 44.5% 39.5% 
$ 2-5 Million 44~7 38.8 
$ 5-lO Million 45~2 39.5 
$10-20 Million 45~7 39.0 
$20-50 Million 46~3 39.5 
Over $50 Million 
SpecialSl Stores 
$ l--5 Million 
Over $5 Million 
46~2 
46.8 
39.2 
41~8 
42.1 
Source: Departmental Merchandising~ omerattaf Results 
of ~~, Controliers 1 Congress, atio Retail lir~ts Associatioa, l96l, pp. 49, 50, 63, 64, 
85, 86, 107, 108, 129, 130, 151, 152, 174, 175, 
176~ 
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In analyzing costume jewelry figures and total 
store average figures as shown in Tables VI and VII, it 
is apparent that: 
1. The average sales per square foot 
figure in costume jewelry departments 
of department and specialty stores is 
considerable higher than the average 
sales per square foot figure in these 
stores. 
2. Cumulative markon percent of costume jewelry is higher than typical 
cumulative store markon in depart-
ment stores of all sizes and in 
specialty stores. 
Part of the reason for costume jewelry's higher 
markon, according to retail costume jewelry buyers, is 
the expense of repairs and the high loss of jewelry pieces. 
Even with an adjustment for this consideration, however, 
the markon is higher than average~ 
With this higher markon and high average sales 
per square foot, it seems that the costume jewelry buyer 
has a good argument for more space. With a less cluttered 
display and more opportunity to show those pieces now in 
drawers, sales should increase enough to more than pay 
for the additional footage~ The saturation point could 
be established readily through trial. 
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Imports 
Total jewelry imports rose 18.1% to $17.6 
million in the first half of 1961 over the first half 
of 1960~9 An estimated one half of this total was 
costume jewelry. Bead imports represented almost one 
third of the $17.6 million~ 
Imports of jewelry have been rising steadily 
in the last five years. Due to the decreasing retail 
sale of beads, however, it is probable that during the 
latter half of 1962 the rate of increase will decline. 
OVer the long run it appears that imports will rise 
significantly. Recent articles cite progress in the 
jewelry industry in numerous countries. Most frequently 
mentioned are Germany, Austria, Israel, Puerto Rico and 
Japan. 
One of the drawbacks of imported jewelry is 
repair. Missing stones often cannot be replaced. The 
store must frequently bear repair expense that would be 
borne by the manufacturer if the jewelry were American 
made. 
On the wholet buyers like imports. Designs 
a.re unique, markups can be higher, and there is a certain 
nprestige 11 factor associated with imports~ 
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Men's Non-Precious Jewel;Y 
Although men's non-precious jewelry is not 
considered costume jewelry in the trade tad~, it is 
gradually assuming this nomenclature within the industry. 
Prior to World War II men's costume jewelry 
sales were a small item to retailers with sales hovering 
around $6 million. This dormant position remained during 
the war period and increased only slightly during the 
immediate post-war years. 
Primarily through the aggressive promotional and 
distribution efforts of Swank, the leading men's costume 
jewelry manufacturer, the picture in 1952 started to focus 
into its true potential. Presently the men's costume retail 
jewelry market represents almost $75 million in annual sales. 
Continuing growth in this market has been hindered, 
according to the "Daily News Record"10 by the static position 
of the cuff link market. This daily publication on mens-
wear states that the failure of major dress shirt manu-
facturers to foster the continuance of french cuffs has 
limdted the growth of the men's jewelry market. 
The cuff link sales were up somewhat in 1961, 
however, but this was primarily due to a stronger accept-
ance of the $5 and better lines. At the moment there appears 
to be a movement back to french cuffs. Stores classified 
as "smart ivy shops" have begun to stock dress shirts in 
striped patterns with white collars and french cuffs~ 
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CONSUMER EXPRESSION 
Interviews 
Some of the questions which arose at the outset 
of this stu~ concerned consumer buying habits of jewelry. 
How important is brand? Is jewelry typically an impulse 
purchase? Is jewelry usually a gift item? 
In order to learn answers to these and related 
questions, 150 women were interviewed.* One hundred of 
these interviews were conducted in front of a specialty 
store and a department store in Boston, Massachusetts; the 
remaining fifty were conducted in front of a specialty store 
and a department store in .AJ.lentown, Pennsylvania. Because 
of the gift question, it is pertinent to state that the 
interviewing was done during the Christmas shopping season. 
The limitations of the interviewing were realized. 
It was not done, for example, with the intention of pro-
jecting that X% of all women consider brand name important 
in buying jewelry. The plan was to learn merely whether some 
women considered brand name in their purchase of jewelry. 
The results, to be viewed in the light of the above 
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statements, are shown in Table VIII. Sentences in upper case 
letters are the questions as they were asked in the interviews. 
*Retail buyers estimate that 90fo of costume jewelry is 
purchased by women. 
TABLE VIII 
INTERVJ..b:W RESULTS 
WHEN WAS THE LAST TilVlli YOU BOUGHT COSTUJ\IlE JbvvELRY? 
No. of Women 
Less than one month ago 51 
1--3 months 36 
3--6 months 15 
Over 6 months 38 
Do not buy costume jewelry 9 
No answer 1 
Total 150 
DID YOU BUY THE JEWBLRY FOR YOURSE~, OR AS A GIFT? 
No. of Women 
Bought for self 92 
Bought as a gift 31 
Bo~ 8 
Do not buy costume jewelry 9 
No answer 10 
Total 150 
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WHERE DID YOU MAKE YOUR PURCHASE? 
No. of Women 
Department Store 51 
Specialty Store 37 
~t~~ 9 
Jewelry Store 6 
Jewelry Part.y 8 
Other 6 
Do not buy costume jewelry 9 
No answer* 24 
Total 150 
WAS MOST OF THE COSTUME JEWELRY WHICH YOU OWN 
PURCHASED BY YOU OR RECEIVED AS A GIFT? 
No. of Women 
Purchased by owner 79 
Received as gift 44 
About 50-50 14 
Do not wear costume jewelry 9 
No answer 4 
Total 150 
*Many women who had bousht jewelry over six months before 
the interviews did not remember where they had made their 
purchases. 
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DO YOU PLAN TO BUY COSTUME JEWELRY TO MATCH A 
PARTICULAR DRESS OR DO YOU BUY cf".ii:WELRY viliEN YOU 
SEE A PIECE WHICH YOU ESPECIALLY LIKE? 
No. of Women 
fl~ ~ 
Impulse 32 
Both 23 
Do not buy costume jewelry 9 
No ~swer 8 
Total 150 
DO YOU CONSIDER BRAND NAME WHEN YOU BUY COSTUME J~WELRY? 
No. of Women 
Yes 35 
No 102 
Do not buy costume jewelry 9 
No answer 4 
Total 150 
IF SO, WHAT BRAND OR BRANDS? 
Brands named (in order of frequency mentioned) 
Coro 
Trifari 
:Monet 
Sara. Coven try 
Miriam Haskell 
Weiss, Karu, Marvella., Hattie Carnegie, 
Von Dome, Richelieu 
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Fashion 
During the last several years the most significant 
impetus to the costume jewelry business was the immense 
popularity of beads. Beads were available in one strand 
or five strands, in short length or matinee length, in 
bright blue or dull gold, and in an infinite number of 
other combinations. The customer seemed reaQy to try a 
variety of types to enhance her wardrobe thus providing 
the costume jewelry buyer with many reorders and a 
steadily increasing sales volume. 
From Beads --- Where? 
The great surge in the sale of beads, however, 
has declined. The downward turn was so sudden that 
some Boston buyers claimed they were totally unprepared 
for the decrease in bead popularity. Boston buyers claim 
that they usually can anticipate changing trends by care-
fully watching the New York City retail market. There 
was no warning about beads. Philadelphia bead sales also 
dropped off markedly. The sales of beads in one Philadelphia 
department store fell from 85% to 35% of costume jewelry 
sales. Moat retailers were caught with an overabundance 
of beads of all sorts. January 1962 clearance counters 
in New York, Philadelphia and Boston were ablaze with 
beads of all hues. 
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Buyers reported ordering some pastel beads for 
spring 1962 and in many non-metropolitan areas beads are 
still selling well. Smaller beads and pearls are part 
of the newer look so they are still in demand. But at 
the moment the trend for beads is definitely down and 
this means a search for a replacement. This surely is 
not an easy task. Beads at their height were account-
ing for from 75% to 90% of the costume jewelry business 
in moat stores. 
The real or as it is sometimes called, the 
fine look in costume jewelry is being pushed as a bead 
replacement. The real look takes many forms--imitation 
coral and jade, pearls, plated gold in florentine and 
other new textured finishes, plated gold combined with 
stones in the novel "invisible" settings--in all, it is 
an attempt to emulate jewelry of excellent craftsmanship 
and high value. 
At first glance the real look seems as if 
it would be a sales eueceas. · But one delicate gold-like 
pin can be worn with many outfits; in contrast a pair of 
red beads can be worn with only one or· two. The purchase 
o£ a new dress therefore often meant an accompanying 
purchase of new beads. 
The fine look does not have the mass appeal 
which was characteristic of beads. Although the real 
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look is meeting with considerable success in New York 
(opinions there are that the real look is alwEqa good 
in New York; it is particularly good now), except for 
pins, this look has not done well in Boston. The reasons 
given for the lack of success of this look were that 
coral, ivory and jade are flattering to a limited number 
of women and that they are compatible with only certain 
type·s of other apparel. 
Another current trend is the revival of jewelry 
of the "twenties." Colors suoh as amber, yellow and dark 
brown which were high fashion during the twenties are 
Matinee length chains, 
particularly with tassels, are being featured in moat 
costume jewelry departments. A leading fashion designer, 
Chanel, was influential in renewing the importance of the 
chain. The opinion of a leading fashion editor is that 
Chanel has played a significant part in initiating jewelry 
trends in recent years. 
Much of our jewelry fashion is B'uropean in origin. 
The florentine finish on gold, which is so popular now, was 
brought from Italy and many jewelry designs originate in 
France. 
More recently there ~ also been a far eastern 
fla~r to u.s. costume jewelry. Most notable of this 
fashion is a semi-precious look from the orient featuring 
jade, turquoise and large cultered pearls. 
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In fact, influences on current jewelry seem 
to come from everywhere throughout the world. "Women's 
Wear Daily," October 13, 196~, features copies of unusual 
jewelry with the look of old Egypt.11 
Antique-like jewelry from all over the globe 
seems to be staging a quiet comeback. Old fashioned 
lockets and small antique type pins seem to be edging 
into the jewelry picture. :Bar pins in particular are 
becoming noticeably popular. 
With the possib~e exception of bar pins, 
however, none of the above mentioned jewelry has mass 
appeal. It does not appear that any of these items wil~ 
have the impact of the recently popular circle pin or, 
of course, beads. 
General Fashion Picture 
Unfortunately the forcasted fashion trend 
does not enhance the jewelry outlook in the forthcoming 
seasons. During the last several years the fashion 
silhouette was easy and rel~ed. Collarless necklines, 
brief sleeves, and unadorned suits and dresses in vi ted 
jewelry's dramatic touch. New fashions, according to 
leading fashion forecasters, will be "frillier:'! "Ruffles," 
for example, "are everywhere," according to Tobe, "from 
beautiful evening clothes to sportswear ••• fashion of 
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ruffles is just beginning ••• we're confident it will appear 
more and more often, in many expressions for night and day. ~12 
Whether this will affect jewelry sales adverselY, 
it is difficult to judge. It appears, however, that as 
this new look needs less adornment, it,at least, will not 
be an impetus toward greater jewelry sales. 
Brand Preference And Advertis!a& 
Brand Recognition 
It would appear from talking with buyers and 
customers that there is sometimes brand preference but 
rarely brand insistence in the consumer purchasing of 
costume jewelry. 
During the interviews, the brands most fre-
quently mentioned were Coro, Trifari, Monet and Sara 
Coventry. In no case was there an indication that the 
customer would purchase only one particular brand. In 
most instances the reference to a brand name seemed to 
be an awareness that this firm made what the customer 
felt was an attractive line. 
Some larger stores carry about thirty jewelry 
brands. Most stores studied stocked at least six 
brands. Buyers stated that although brand preference 
was uncommon there were occasional requests for jewelry 
which had been featured in advertisments. 
Professors Kibarian and Coons in their article, 
"The Trifari Story: From Lavaliere to White House Jewelry, " 
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show, by contrast, varying influence of product brand importance. 
~here are fields in which names like ~er, 
Oadillac, Squibb, duPont, have led to brand 
insistence. There are others, more nearly 
paralleling costume jewelry, such as greet-
ing cards, chocolates, neckties, and many 
forms of apparel or style merchandise, where 
the direct appeal to the senses has trem!~­
dous influence in determining purchase~ 
It is difficult to determine how much the lack of 
brand insistence in jewelry is due to the nature of the 
product and how much is due to dearth of merchandising 
promotion. But, to some de~ree brand preference of costume 
jewelry is weak because little effort has been made to create 
brand image. 
National advertising expenditures for costume 
jewelry are extremely low as shown on the following page. 
Brand is rarely indicated by sales personnel or emphasized 
in display areas. 
Although design is and will probably remain the 
leading factor in a woman's selection of jewelry, it is 
believed that brand preference can gain a better position 
through greater promotional effort~ 
Advertising Expenditures 
During.l960, costume jewelry manufacturers spent 
a reported $891,478 for national advertising; this compares 
with a somewhat lower figure of $828,873 in 1959 as sho~ 
in Table IX. Although it appears that Coro was the leader 
in expenditures, $84,800 of the amount shown for Coro was 
spent for its watch division. Consequently, Trifari was 
the highest spender in both years. 
TABLE IX 
COSTUME JEV~LRY NATIONAL ADVERTISING 
EXP:h:NDITURES BY M.ANUF ACTURER 
:Ma.nufac turer 1959 1960 
Coro * $167;166 $212,392 
Trifari 217 ;150 188,575 
Marvella 67;675 84,122 
Monet 74;526 79;888 
Riche1ieu 69;753 69;751 
Vie iss 61;957 54;560 
Lisner 27;980 28;240 
Laguna 26;818 26;017 
Capri 6;83.6 20,674 
Sara Coventry 7;980 18,405 
Kra.m.er 27;600 16;405 
Imperial. 1,885 15;315 
Eisenberg 14;950 15;130 
Castlecliff 12,651 14,667 
H & S Originals 4;510 10,050 
Other 39,456 37,287 
Total. $823,873 $891,478 
* Coro inc1udes $16,900 for watch advertising in 1959, 
$84,800 in 1960~ 
Source: "Se11ing Brands Via Ads liears $1,000,000 Mark," 
Women' s Wear Daily, April 28, 1961, p. 11. 
It is important to note that the total of these 
expenditures is 0.4% of total manufacturers' jewelry sales 
in 1960--a particular1y 1ow figure~ 
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Newspaper advertising of costume jewelry in 
department stores averages about 2.0% of the department's 
net sales. This compares with a total store average of 
2.7%. Expenditures of costume jewelry newspaper advertis-
ing as a percent of costume jewelry net sales by months 
and total store newspaper advertising as a percent of sales 
is shown in Table X below. 
TABLE X 
COSTUME JEWELRY DEP .ARTMENTAL NEWSPAPER EXPENSE AS A 
PERCENT OF DEPARTMENTAL MONTHLY NET SALES COMPARED 
WITH TOTAL STORE NEWSPAPER EXPENSE AS A PERCENT OF 
TOTAL DEPARTMENT STORE MONTHLY SALBS 
I 
1960 
% of Costume Jewelry % of Total Store 
Month Dept. Monthly Sales Monthly Sales 
January 2~1% 3.1% 
February 2~6 2.8 
March 2~4 3.2 
April 2~3 2.6 
May 2;-2 3~0 
June 1.8 2.7 
July 1~6 2.8 
August 1.8 2.7 
September 2.0 2.9 
October 2~1 3.0 
November 1~7 2.8 
December 1.1 1.7 
Total 2.0 2.7 
Source: Departmental Merchandising~ OBerati~ Results 
ofF~, Oontroiiers 1 Congress,ation~ Retaii 
iirc ts Association, 1961, p. 8. 
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SALES BY TYPE OF OUTLET 
Department Store Sales 
Eatimated Percen~ of Total 
Whether it is because of the long established 
custom of buying from a department store or whether it 
is because the charge account was fostered in that store, 
department store sales of costume jewelry exceed all other 
forms of distribution. For the year 1958, 26% of retail 
sales of costume jewelry was obtained through department 
stores. 
Growth .2! Outlet 
How long the department store will continue to 
be the most significant retail outlet for costume jewelry 
is, to a large extent, dependent on the future of the 
store i ts&J.f. AJ. though the dollar amount spent by con-
sumers for department store merchandise has been constant-
ly increasing, these increases have been at a smaller 
proportionate rate than expenditures for other goods and 
services. 
The past success of department store operation 
has been due largely to four general spheres of marketing. 
First, the department stores offered wide and rather 
complete selections from varied lines of well-stocked 
merchandise. Secondly, through highly specialized 
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techniques there have evo1ved efficient operations which 
the public 1iked. Thirdly, there has been accentuation 
on intensive customer service and convenience. Lastly, . 
the department store has offered prestige coup1ed with 
competitive prices. 
Whether these elements will continue to be strong 
enough for the department store to retain its top rung is 
prob1ematical. R. D. Entenberg in his book~ Changing 
Competitive Position of Department Stores ~ the United 
States .!it Merchandise Lines states:. 
~ completely new patterns of consumer 
shopping habits and expenditures indicate 
that merchandise line expansion along 
with suburban expansion is in order. Both 
are equally valid and equally · necesfla.I'Y 
complementary avenues of approac~ fer the 
future-if the department store•s·ueclin-
ing re1ative sales position in the economy 
is to be halted. 15 
The department stores' past success has been 
attributable, in part, to the wide_, choice of many 
diversified 1ines and a large quantity of merchandise~ 
Entenberg points out, however, that this policy has not 
been pursued. The department stores have failed to 
handle or properly promote new or existing merchandise 
lines that have shown tremendous sales growth in the 
economy~ 
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Earlier in this thesis it was suggested that 
expanding the costume jewelry section of the department 
store b.Y placing a display in the junior misses and womens 
dress departments would possibly increase sales. This 
would then be in line with Entenberg1 s suggestion of 
properly promoting existing merchandise lines that have 
shown sales growth. 
In discussing sales with department store 
personnel they have stated that their success in trade-up 
trend was limited. In contrast, personnel in specialty 
stores said they were having little difficulty in increas-
ing dollar volume without the usual increase of unit sales. 
There is apparently a definite need on the part 
of the department stores for a carefully planned educational 
program for their customers. If a good program is prepared 
and taught to the customers and coupled with the expansion 
of facilities and merchandise, then the increased number 
of customers will spell more sales for the costume jewelry 
departments. The department stores will then be able to 
retain their number one position as a distributor of re-
tail costume jewelry. 
Availability of Operating S.~atistics 
It is possible to obtain operating statistics 
of department store sales of costume jewelry. The National 
Retail Merchants Association publishes these operating 
figures many of which are cited in other parts of this thesis. 
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In addition to these figures, the Federal Reserve Board 
also compiles department store figures by departments. 
One of the Federal Reserve Board reports which 
is particularly interesting is a table which shows sales 
of costume jewelry in department stores by month. Approx-
imately one third of department store costume jewelry 
sales in 1958, 1959 and 1960 was made during the months 
of November and Tiecember. Costume jewelry sales by month 
for 1958, 1959 and 1960 are shown in Table XI. 
TABLE XI 
COSTUME JEWELRY SALES AS A· PERCENT OF · IlEP ART-
MENT STORES BY MONTH, 1958, 1959, 1960 
Month 
January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 
December 
Total 
%of 
1 58 Sales 
5.0% 
5.2 
6.5 
7~0 
8;5 
6~6 
5~4 
5~9 
7.4 
9~2 
10~4 
22.9 
100.0% 
%of. % o£. 
I 59 Sales '60 Sales 
5.0% 5.1% 
5~3 5~6 
6.9 6.2 
6~5 7~8 
8.1 7~8 
6.6 6~7 
5~3 5~2 
5.6 5~9 
7.0 7.4 
9~3 9;4 
10~.6 10.7 
23.8 22.2 
100.0% 100.0% 
Source: Department Store Trade, u.s., Distribution o~ 
ArmuSl sales ]2z Mintha' I95B'' 1959' 1960' Board 
of GOvernors O:r the Federal Reserve System. 
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Jewe!rl Store Sales 
Estimated Percent of Total 
Jewelry stores account for about 23% of total 
costume jewelry sales. It is interesting to note that 
sales of costume jewelry in jewelry stor~s have been in-
creasing at a greater rate than total sales of jewelry 
stores. Table XII which follows shows sales of costume 
jewelry compared with total jewelry store sales. 
TABLE XII 
SALES OF COSTUME JEWELRY IB JEWELRY STORES COMPARED 
WITH TOTAL JEWELRY STORE SALES 
Year 
1948 
1954 
1958 
Source: 
1948, 1954, 1958 
Total Jewelry 
Store Sales ($1,000) 
$1,209,645 
1,407,948 
1,494,770 
Costume Jewelry 
Sales In JewelT,f Stores ($1,000) 
$ 72,579 
118,268 
144,200 
Census of Business, Retail Trade, United States 
S1umary-;J.948, 1g54, 195i~ 
Costume jewelry estimates obtained from ~ewelry 
Industry Council, New York, New York and 
Kibarian, B. and Coons, Q.L.; The Trifari 
Story: From Lavaliere to White House Jewelry, 
Bo'sti!>n Universitf ~ass Review, Volume 8, 
number 2, Fa!i, 961, p. 33. 
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Number of Stores 
The total number of jewelry stores in the United 
States decreased slightly from 24,404 in 1954 to 23,891 
in 1958.16 The average annual sale of costume jewelry 
per store was $5770 and $6254 in 1954 and 1958 respectively. 
Customers 
In contrast to other retail stores which have 
a steady flow of customer traffic (potential impulse buyers 
of costume jewelry) the jewelry store must rely primarily 
on persons who intend to buy costume jewelry or related 
items. Interestingly, the intent of the customer is 
usually to buy fine jewelry or to buy costume jewelry--
not just to buy jewelry. Retail buyers in both jewelry 
and department stores stated that there was only a limited 
amount of competition between their fine and costume 
jewelry departments~ 
The jewelry store faces increasingly severe 
competition from other types of outlets in the near 
future~ With increasing numbers of jewelry departments 
being installed in discount stores, variety stores and 
branch stores of all kinds, customers will begin to think 
more in terms of stores other than jewelry stores for 
their jewelry purchases. 
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Specialtz Store Sales 
Estimated Percent ~ !otal 
Specialty stores are the third largest retail 
distribution outlet for costume jewelry. Total sales of 
specialty or women's apparel stores in 1960 were $5.34 
billion of which costume jewelry sales represented 1.9% 
or 1101.5 million, about 16% of the total costume jewelry 
retail market. 
Operating Statistics 
The average price of costume jewelry sold through 
specialty stores is typically higher than the price of 
costume jewelry sold through other outlets. In some 
cases specialty store buyers avoid buying attractive 
jewelry at the lower-price range. Buyers of certain 
specialty stores feel that their customers are loyal to 
their store and are not particularly interstore price 
conscious. Consequently, these buyers stock<a $4.00 item 
rather than a similar $2.00 item when possible. They are 
able thereby to realize a higher volume and the higher 
markup on pieces over $2.00. 
Specialty stores, particularly in New York City, 
carry a high percent of imported jewelry. One store re-
ported that its average costume jewelry inventory was 
about 65% imports. 
Gross margin as a percent of net sales of costume 
-
jewelry in specialty stores is high; 45~ as compared with 
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a 39% store average. This and other merchandising and 
inventory data of costume jewelry departments in specialty 
stores and department stores are shown in Table XIII. 
TABLE XIII 
COSTUME d~WELRY rr~ARTMiNTS IN SPECIALTY STORES 
AND DEP AR!DKEN~ STORES 
Merchandising Data for 1960 
Specialty Department 
·Cumulative Markon Percent 
· Markdowns as a Percent of Net SaJ.es 
Stock Shortage as a Percent o~ Sales 
Cash ]dscount Earned as a Percent of Sales 
Gross Margin as a Percent of Net Sales 
Sales Returns & Allowances as a % of Gross 
Sales 
Inventory Data For 1960 
No. of Stock Turns 
Average Inventory as a Percent of Last 
Year 
Stock ~ Percent, 0 to 6 Months 
Source: 
Stores Stores 
46.8% 45.5% 
5.8% 5.5% 
1.5% 2.3% 
1.5% 1.6% 
45.0% 42.9% 
5.9% 3.7% 
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Varie]l Chain Sales 
Estimated Percent of Total 
Variety chains with about $79 million sales of 
costume jewelry in 1958 represented about 13% of the 
total sales of costume jewelry in that year. 
Percent of Total Store Sales 
Qperating Results of Variety Chains, a publica-
tion which was released annually until 1958 provides us 
with a good historic view of costume jewelry in variety 
chains. Table XIV shows sales of jewelry as a percen~ 
of total store sales from 1948 to 1957. Due to the fact 
that variety chains have been constantly enlarging their 
product lines, jewelry departments have done well to 
increase their position slightly. 
One reason for this increase is the higher 
price line discussed on page 12. But since most other 
products sold in variety stores are also selling at a 
higher price than in 1948 this is not the only factor. 
Another influence is the promotion conscious-
ness of Glamour Jewelry Company, variety chain subsidiary 
of Coro. One of their clever, decorative, acetate packages 
of jewelry was so popular that the original order was in-
creased twenty times during a recent Christmas season.17 
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Table XIV which follows shows sales of jewelry 
in variety chains as a percent of total variety stores' 
sales~ 
Source: 
TABLE XIV 
SALES OF JEWELRY IN VARIETY CHAINS AS A 
PERCENT OF TOTAL ·s!ORE SALES 
Year 
1948 
1949 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 
1948-1957 
Percent of Store Sales 
Data for later years are sparce. Because of 
the advent of precious jewelry in variety chains and in-
creasing interest in leased departments, this has recently 
become a timely topic. Due to this interest, it is possible 
that more information may be released soon. 
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Home Sales 
Estimated Percent of Total 
Based on o.pinions of persons in the jewelry 
industry, home sales account for slightly less than 10% 
of total costume jewelry retail sales. The sales of this 
outlet have been growing rapidly and it appears to be 
becoming an increasingly ~portant element in the retail 
sales distribution of costume jewelry. 
~Coventry 
The largest organization devoted to home sales 
of costume jewelry is SU.a Coventry, Inc. The company, 
which is primarily a distributive organization, is located 
in Newark, New York. Jewelry is manufactured by three 
companies located in Providence, Rhode Island which are 
not directly affiliated with sara Coventry. 
The firm's importance in jewelry retailing 
was indicated in the interviews, where the name Sara 
Coventry was frequently mentioned, and in an article in 
Barron's National Business ~Financial Week1y, July 
10, 1961. It was reported in this issue that sales of 
Sara Coventry jewelry had increased from $4.5 million in 
. -
1956 to $27.5 million in 1960~18 Further information was 
obtained through the Conant Agency, Public Relations, Inc. 
who work very closely with Sara Coventry in its promotional 
efforts~ 
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2he history of Sara Coventry dates back to 
1949 when Mr. C. William Stuart, now President of the 
Company, decided to test market direct selling of jewelry. 
That year Sara Coventry jewelry sales were made primarily 
in. two cities--Wilkes Barre, Pennsylvania and San Francisco, 
California. A friend of Mr. Stuart, who· is now an executive 
vice president of the organization, liked the idea of house-
to-house selling of costume jewelry and tried it in San 
Francisco. Tod~ 20,000 persons (60% full time) are sell-
ing Sara Coventry jewelry throughout the United States 
. . 
and to a small extent in Canada and Mexico. Growth of 
the sales organization is shown in part, in Table XV. 
T-ABLE XV 
~OWTH OF S.ARA COVEliTiiY SALES ORGANIZATION 
1949 1955 1960 1970* 
Fashion Show Directors 55 1,225 20,000 45,000 
Unit Dirac tors 0 75 999 1,820 
Branch Managers 8 102 325 450 
Field Managers 1 12 47 not given 
*projected 
Source: Sara Coventry .Annual Review, 1960. 
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In 1960, Sara Coventry. fashion show directors 
held more than 500,000 jewelry fashion shows in American 
homes. Sales at these shows amounted to $27,500,000 in 
1960--almost four times 1958 sales. 
The sales organization, which has been so 
successful that several other house-to-house jewelers are 
attempting to copy it, works in the following manner. 
Sara Coventry provides each of its fashion show 
directors with a case filled with $500 worth of jewelry, 
retail priced from $3 to $35 per item or set. The director 
asks a friend or neighbor to give a party for about ten 
of her friends. At this party, the fashion show director 
demonstrates the versatility of her numerous samples. 
The guests then have an opportunity to order from the 
samples shown; in most instances direct sales are not made. 
Dependent on the amount of h$r guests• orders, the hostess 
receives credit toward jewelry she ~ wish to order. 
If the hostess wishes to become a Sara Coventry 
fashion show director, she becomes a recruit by continu-
ing to give parties--one each week for the five weeks 
following her first party. She then has her friends and 
neighbors give Sara Coventry parties. 
In this way the sales organization of Sara Coventry 
acts somewhat like a chain letter. The company estimates 
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that their present number of 20,000 fashion show directors 
will have more than doubled b.Y 1970 (Table XV). 
Despite the rapid ~owth of this organization, 
it has kept a family-like approach. There are three 
house organs which give news of personnel. They also 
stimulate interest in new items in the line, and renew 
enthusiasm for old ones b,y showin£ photographs of famous 
persons (primarily screen and TV actresses) wearing 
Sara Coventry jewelry. 
This close touch with its personnel--a factor 
which probably contributes strongly to the success of the 
company-is shown in various other ways. New members of 
the sales force receive a two to four weeks course in 
selling Sara Coventry jewelry. Each week thereafter 
sales persons (fashion show directors) receive a step-
by-step program of ideas on how to· sell more jewelry at 
their fashion shows. In addition, weekly pep meetings 
are held in each area. 
Rewards for increased sales are high--higher 
commissions, of course and also bonuses such as auto-
mobiles, trips and other incentives. Promotion is de-
* pendent not only on a woman's own sales but also on the 
sales of the sales group which she has built up under her. 
*About 80% of Sara Coventry's sales employees are women • 
.. 
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The sales objective of Sara Coventry is an annual 
volume in excess of $lOO,ooo,ooo before 1970.19 
Discount Department Store Sales 
Total Store Sales 
During the last decade, the shopping habits of 
Americans have undergone a dramatic change. The increas-
ing fluidity of our population has brought more sales 
to the suburbs in all types of stores. One type of store 
which has had particularly phenomenal growth is the discount 
department store. Some persons call it a retailing revolu-
tion unmatched since the widespread introduction of food 
supermarkets in the 1930's. Estimated total sales of 
discount stores in 1960'were between $4 and $5 billion--
about one third of department store sales. 
Leased Departments 
The majority of jewelry departments in discount 
department stores are leased. Store employees within the 
individual stores seem to know ve~y little about the 
jewelry department. 
According to E. B. Weiss, writer of n1.1Jil8rous 
articles and papers on discount selling, 85% of discount 
department stores have jewelry departments~ 20 (Some of 
these, however, are fine jewelry exclusively). Seventy 
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percent of jewelry departments in discount department 
stores are leased departments. 2l This trend toward 
leased jewelry departments appears to be growing not 
only in discount stores but in mail order, variety and 
drug chains. 
type 2f Jewef;Y Sold 
Discount stores in :Boston, New York and Allen-
town were visited as part of this study. The impression 
received about costume jewelry in departments of these 
stores was that it was low quality. The prices were 
low but not as low as prices for comparable quality in 
other outlets. This impression was confirmed by retail 
buyers of other outlets in each area~ 
As would be expected, retail buyers reacted 
quite negatively to the idea of leading manufacturers' 
selling to discount department stores. Although they 
did not like the thought of these manufacturers selling 
second linea to discount stores, they realized that this_ 
would be a fact in the future~ 
An article in the January 5, l962 issue of 
"Women's Wear Daily" indicates that this trend is 
already beginning. "Calling a spade a spade but not 
too loudly, several costume jewelry firms have set up 
discount lines as separate companies. These unheralded 
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entries into the discount category mB¥ be the beginning 
of a trend that will take more formidable shape this 
spring.n22 T.he article mentions that Coro, House of 
Schrager and Star Jewelry have begun setting up separate 
discount divisions. 
Although costume jewelry is not, as many persons 
have stated, aJ.weys an impulse purchase, a great number 
of jewelry purchases are impulse. Discount department 
stores have the traffic to capitalize on this fact. A 
great deal more effort, in terms of merchandise line, 
pricing and particularly display, will have to be made 
in order to take full advantage of this traffic. 
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SillllMARY 
Costume jewelry, according to most retail store 
costume jewelry buyers is jewelry having little intrinsic 
value. Consequently, for the purpose of this study, any 
jewelry which had no solid precious metal except silver 
and no precious stones was considered costume jewelry. 
Partly because of the variance of definitions 
of costume jewelry, it is difficult to obtain total re-
tail sales figures. It was necessary, therefore, to 
construct figures in accordance with the above definition. 
Total retail sales figures were obtained for 1958 first by 
converting manufacturers• figures to retail and then by 
adding sales estimates by type of outlet. The two figures 
obtained from these calculations were $699.5 million and 
$613.7 million. Due to uncertainties in the conversion 
of manufacturers' figures, it is estimated that the 
$613.7 million is closer to the accurate sales figure. 
During the past forty years, many changes have 
occurred in the jewelry world in both the areas of con-
sumer acceptance and manufacturing techniques. Costume 
jewelry is now so wide~ accepted that it is frequently 
worn with precious jewelry and can command prices as 
high as $500. Tod93 1 s manufacturers copy designs of 
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precious jewelry only occasionally; most costume jewelry 
designs are "costume jewelry originals." 
Men's costume jeweJ.ry (still often ref' erred to 
as men's non-precious jewelry) has grown from a sales 
volume of $6 million to $75 million in the last decade. 
Although the recent sales picture has been static, there 
is an indication that the near-future trend will be 
upward. 
Most of the sales volume of the last few years 
in the women's costume jewelry market has been attrib-
utable to beads. Retail buyers stated that beads 
accounted for from 75% to 90% of total costume jewelry 
sales during their most popular seasons. Currently 
there is a definite downward trend in the demand for 
beads. During the January 1962 clearances, markdowns 
were taken on many strands. The current problem facing 
retailers is what will replace beads. The fine look 
being promoted by the fashion world does not have the 
mass appeal which beads had. An increased average price 
of costume jewelry (retailers are working toward more 
sales in the $3 to $8 price line--less in the $1 to $2) 
will boost sales somewhat. But unit volume will be down 
unless a popular bead replacement is found. 
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~ere appears to be some brand preference but 
almost no brand insistence in cqnsumer buying of jewelry. 
Although many of the purchases are impulse, there seems 
to be more planning of jewelry buying than is generally 
realized. 
~e largest sales outlet for costume jewelry 
is the department store. Jewelry stores, specialty 
stores and variety chains are next most important in 
that order. Home sales have been increasing greatlY, 
however, and with the growing importance of leased chains, 
discount department stores will become more significant. 
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SUGGESTIONS FOR FURTHER STUDY 
The leased jewelry department could be a thesis 
in itself. If the cooperation of Zale, Kay Jewelers and 
some of the other large chains could be obtained, a par-
ticularly helpful study could be made for the jewelry 
retailer. 
Although it would require a considerable 
amount of travel, another worthwhile stuQy would be the 
consideration of costume jewelry sales by geographical 
area. There is some indication that costume jewelry sales 
as a percent of total retail sales are significant higher 
in some geographical areas than in others. It would be 
interesting to learn if this is true and if so, why. 
There is much to be done to learn more about 
brand preference in jewelry buying and to gather more 
statistics of the industry. ~s need is discussed some-
what further in the conclusion which follows. 
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CONCLUSION 
In different corners of the costume jewelry 
industry there are indications that promotion p~s off. 
Swank Inc. promotion helped advance men's non-precious 
jewelry sales from $6 million to almost $75 million in 
a decade. Sara Coventry moved from $4.5 million to 
$27.5 million in four years. A small, clever package 
spelled fabulous reorders for a variety chain's jewelry 
department. 
But, the industry as a whole has not shown an 
awareness of this potential. Perhaps a ~c advertis-
ing campaign would not be successful; however, no firm 
has proved it. A packaged promotional program~ not 
boost sales immediately but it seems worthy of a try. 
The over-all attitude stemming from the manu-
facturer seems too complacent. Impetus toward more 
promotion, toward obtaining more sales figures by type 
of outlet (to whom are their wholesalers selling?) and 
toward getting wider distribution should begin with the 
manufacturers. 
The original plan of this thesis was to project 
sales trends of costume jewelry. A lack of data on which 
to base this projection made the attainment of this objec-
tive impossible. These figures are badly needed. The 
manufacturer, the wholesaler, and particularly the retailer 
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cannot plan effectively without knowing what is happening 
throughout the industry. A report from Tobe that jade is 
important this year is not enough on which to build a grow-
ing sales volume. An effort should be made to define cos-
~e jewelry and from there to project annual sales figures. 
Only through a syst~matic trial of different 
promotional methods, a steady growth of distribution out-
lets and comprehensive statistical analyses can the costume 
jewelry industry maintain its share of the consumer dollar. 
r 
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APPENDIX 
QUESTIONNAIRE USED FOR CONSUMER INTERVIEWmG 
When was the last time you bought costume jewelry? 
Did you ~ the jewelry for yourself or as a gift? 
Where did you make your purchase? 
Was most of the costume jewelry which you own purchased 
by you or received as a gift? 
Do you plan to buy jewelry to match a particular dress 
or do you buy jewelry when you see pieces you especially 
like? 
Do you consider brand name when you buy costume jewelry? 
If so, what brand or brands? 
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